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Marketing managers in the US have long been concerned with how to reach young consumers most effectively and how to present
important information. This research demonstrates how the information search and risk reduction strategies of Millennials differ from
older consumers. Findings from a survey sample of 409 US consumers suggest that if unsure about making a wine selection, Millennials
are more apt to seek information from friend/family and shelf talkers than elders. Elders were more willing to ask questions of store
personnel and wine stewards. While brand is very important to both groups, Millennials rely less on geographical cues such as region of
origin to determine wine quality and pay more attention to medals won, label imagery, and alcohol content. The differences in the
importance of and usage of these various information sources are helpful for wineries to prioritize their marketing appeals to the
Millennial segment.
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As the global wine industry grows more competitive,
marketers continually strive to differentiate their brands to
consumers in ways that are critical to success. Consumer
perceptions of a wine’s quality are important factors in the
decision process, but with thousands of wines to choose
from, it is difﬁcult for the consumer select one wine over
another.
For many consumers the act of purchasing wine is
clouded with insecurity. There is concern they will select
the wrong bottle which could result in negative social
perceptions. Because of this researchers have found that
risk perception is an important driver of wine purchase
behavior (Lockshin et al., 2006; Mueller et al., 2008).12 UniCeSV, University of Florence. Production and hosting
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nder the responsibility of UniCeSV, University of Florence.Fortunately, providing product information, such as help-
ful labels, shelf-talkers, friendly retailers and recommenda-
tions from others can ease this insecurity, and increase the
likelihood of purchase (Gluckman, 1990).
In the US, one of the fastest growing wine consumer
segments is the Millennial generation (Wine Market
Council, 2009). Much research has been conducted on
the types of wine they like to drink, as well as their
motivations for drinking wine, yet very little research has
focused on the issues of risk perception and information
search within this important consumer segment. Therefore,
the purpose of this research study was to examine
Millennial use of product information to reduce risk of a
bad purchase decision in comparison to older wine con-
sumers. The ﬁndings are useful in that they provide new
insights for Millennial wine marketing strategies.2. Review of the literature
Wine has a high proportion of characteristics that can
only be assessed during consumption, so the ability of the
consumer to gauge quality prior to purchase is very low.
They have to rely upon intrinsic and extrinsic cues to aid in
the evaluation. Intrinsic cues for wine buyers include grapeby Elsevier B.V. Open access under CC BY-NC-ND license.
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to the product itself. Consumers cannot always evaluate
the relevant intrinsic attributes at the point of purchase
because the quality-related characteristics, such as taste
and aroma, are not available at that time. The consumer is
then forced to rely upon extrinsic attributes such as brand
name or package as surrogates (Jacoby and Olson, 1985;
Zeithaml, 1988).
The extrinsic cues are features that the winery can adapt
to particular market segments without actually changing
the product. For example, according to Lockshin and
Rhodus (1993), the average wine consumer is likely to rely
upon extrinsic cues such as price or region of origin when
making quality assessments. Later research found that they
also consider elements such as label, brand and shelf
position (Lockshin et al., 2006; Lockshin and Spawton,
2001). These cues are used as shortcuts or decision
heuristics to inform their choice. Consumers are also able
to develop trust with brands and regions whose track
records have pleased them before (Bruwer and Wood,
2005).
In a similar vein, Hall et al. (2004) found extrinsic cues
used to evaluate quality to include price, the consumer’s
distribution outlet, region of production, recommenda-
tions of friends, advice of salespersons, label and packa-
ging, and brand name (Hall et al., 2004). If the brand is not
well known, the consumer will assess quality by using
other cues such as country of origin (Perrouty et al., 2006).
2.1. Risk perception and social benefits
Wine is generally regarded to be a complicated product
from the viewpoint of the consumer. It involves both risks
and social beneﬁts. The risk may be selecting the wrong
wine, and the beneﬁts revolve around choosing a wine that
others admire. Therefore consumers generally employ risk
reduction strategies. Reviewing the label cues like those
mentioned above for pertinent information is one way for
wine consumers to reduce the risk of buying an unsatis-
factory wine. Risk perception is one of the wine-related
personal traits found to be an important driver of wine
purchase behavior (Lockshin et al., 2006; Mueller et al.,
2008). According to one study (Teagle et al., 2010),
Millennials were found to be less risk averse than older
wine consumers.
Because of the inability to test the contents of the bottle
before purchasing, there is an element in the decision
process that involves a risk-perception strategy (Spawton,
1991; Mitchell and Greatorex, 1989; Gluckman, 1990).
It has been asserted by Mitchell and Greatorex (1989) that
purchasing wine mostly involves functional risks such as
social risks, ﬁnancial risks and physical risks. Social risks
would involve trying to avoid being embarrassed in front
of business associates and friends.
Spawton (1991) identiﬁed six risk-related consumer
strategies to evaluate quality. He asserted that consumers
strive to reduce the likelihood of making a bad purchasedecision by using a variety of coping mechanisms. These
include: selecting wine brands that represent consistent quality
and are included in the range of ‘‘safe brands’’ estab-
lished in the mind of the wine consumer; selecting wines based on the recommendations of
friends and colleagues; following the advice of sales associates;
 using their own knowledge gained through wine
education; price (as an indicator of quality); and
 packaging and labeling as an indicator of quality.
On the other side of the equation are the social beneﬁts
of selecting a wine which is admired by others. Indeed, one
of the four value dimensions established by Sweeney and
Soutar (2001) in their assessment of brand beneﬁts (per-
ceived value) was social beneﬁt. They deﬁned social value
(enhancement of social self-concept) as the utility derived
from the product’s ability to enhance social self-concept.
Consumers assess the products beyond just the functional
terms of expected performance and value for money.
Consumers also assess products in terms of the social
consequences of what the product communicates to others
in terms of social value (Sweeney and Soutar, 2001).
Orth (2005) found that with increasing age, consumers
seek less social beneﬁt and more health beneﬁt. He showed
that younger individuals who are more involved and more
susceptible to the opinions of others desire greater social
beneﬁts (Orth, 2005). In addition, another study (Barber
et al., 2006) found that younger consumers, 21 through
40 years old, were more intimidated and had a higher
‘‘respondent concern about choosing wine’’ than consu-
mers over 60.
2.2. Information search
The steps that consumers go through to learn about
wines before making a selection are considered informa-
tion search (Olsen and Thach, 2001). One of the ways that
Mitchell and Greatorex (1989) described to reduce risk
when purchasing wine is information seeking. Hall et al.
(2004) found that younger consumers (under 35 years old)
place more importance on information gathering and risk
reduction. Speciﬁcally, they rely more upon advice
from salespersons, advice from waiters, and samples and
in-house displays than older consumers (Hall et al., 2004).
If a consumer’s low self-conﬁdence is speciﬁc to wine, as
opposed to being a personality trait, they will pursue more
information seeking in order to reduce risk (Olsen et al.,
2003).
Consumers often employ information appearing on the
label of the product to make inferences about the quality
of the product (Verlegh and Steenkamp, 1999). There are
many different cues on the wine package that may
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appellation, and country of origin as well as vintage, grape
variety, medals won, and alcohol content. Recent studies
have found that origin of wine is often perceived as an
indicator of quality and may be used as the basis of
decision making when purchasing wine (Duhan et al.,
1999).
Place of origin is an attribute that can help persuade a
consumer to buy a particular wine. Consumers often
employ information about the place of origin of a product
to make inferences about the quality of the product
(Verlegh and Steenkamp, 1999). The origin information
helps consumers to reduce perceived risk and assess the
social acceptability of their choices (Papadopoulos and
Heslop, 2002). Jarvis and Rungie (2002) used a choice-
based experiment to reveal consumer utility values. The
category ‘‘well known region’’ had the highest stated
choice utility among all respondents. Those ﬁndings were
in agreement with research performed by Tustin and
Lockshin (2001).
Recent research by Hussein et al. (2007) found that wine
consumption was positively related to age and income.
They suggest that US wineries consider such demographics
in their marketing plans. Hall et al. (2004) demonstrated
that the importance of region was different for different
age group segments. The youngest group (18–25 years old)
relied signiﬁcantly less on the region of origin of the wine
(Hall et al., 2004).
Not enough is yet known about the impact of region of
origin on wine consumer purchasing decisions and how the
impact varies across different consumer market segments
(Johnson and Bruwer, 2007; Bruwer and House, 2003;
Lockshin, 2003). Recently, researchers concluded that
there is not a statistically signiﬁcant difference in the
inﬂuence of a wine’s region of origin between consumers
aged 18–34 and those over 35 years old (McCutcheon
et al., 2009).
Perrouty et al. (2006) assert that novices utilize wine
origin cues, like the winery name, but they shift their
attention to cues like brand and price as they gain more
knowledge. Young, less experienced consumers, however,
tend to rely more heavily on descriptions from labels and
other sources (Chaney, 2000). We would expect that
consumers with different ages will utilize different informa-
tion in their evaluation of wine quality.
Thomas and Pickering (2003) found that among new
wine drinkers, alcohol level was seen as the most important
information appearing on the wine label. They surmised
that those ﬁndings could be a reﬂection of the perceived
risk and lower conﬁdence levels of that group (Thomas
and Pickering, 2003).
2.3. Other factors—wine knowledge and price
Other factors that need to be considered when examin-
ing risk perception and information search are wine
knowledge and price. In terms of wine knowledge, researchhas shown that wine consumers who are young and less
experienced rely heavily on descriptions from labels,
journalists, wine writers, and retail sales associates
(Chaney, 2000). In addition, another study (Perrouty
et al., 2006) reports that novices give extra attention to
wine origin cues, but their interest shifts to brand and price
as their knowledge increases. The price of a bottle of wine
also acts as an indicator of quality for many wine
consumers (Quester and Smart, 1998). Thomas and
Pickering (2003) determined that price was one of the
most important informational items consumers use to
assess wines before buying.
2.4. Characteristics of the millennial generation
In the US, the Millennial generation (also referred to as
Gen Yers, Nexters, and Echo Boomers) has received much
attention from marketing research ﬁrms in the past decade.
A very large generation, most experts agree they were born
between the years of 1977 and 2000, though these dates
vary by source ranging from starting as late as 1983 and
ending in 2004 (Gillespie, 2010; Tapscott, 2008; Junco and
Mastrodicasa, 2007; Howe and Strauss, 2000), resulting in
70–76 million people. Regardless of the exact beginning
and ending birth dates, marketing experts consider the
Millennials to be important to consumer product ﬁrms
because they are the largest consumer group in the history
of the US with average annual incomes totaling $211
billion (Kleber, 2009). Many have been given parent co-
signed credit cards at a young age, and are very involved in
family shopping (Neuborne, 1999).
As children of the Baby Boomer Generation, Millennials
have developed speciﬁc traits and values that set them
apart from previous generations. The most recognized is
their technology savvy and use of technology in almost
every aspect of their lives. They spend an average of 33
hours per week on the Internet (Junco and Mastrodicasa,
2007); 83% use online social networking sites (Zickuhr,
2010); and more than 54% of Millennials have a smart
phone (Borstin, 2011). Millennials grew up with the
Internet and integrate it seamlessly into their lives.
Other values include innovation, freedom, fun, and
collaboration (Tapscott, 2008). They also have a high level
of integrity, and seek it out in the companies for which
they work. They are knowledgeable about brands and
value quality products, but are concerned about fair
pricing and environmental practices of consumer products
companies (Moriarty, 2004; KeyFindings, 2004). In addi-
tion, they are very open to diversity with one out of every
three US Millennials identiﬁed as non-Caucasian
(KeyFindings, 2004). Finally, Millennials are optimistic
and believe they can accomplish whatever they set out
to do (Howe and Strauss, 2000).
In terms of wine consumption, in the US, the Millennial
generation has been credited as being one of the driving
forces for increasing wine consumption from 25% in 2000
to 34% in 2010 (Gillespie, 2010). However, this does not
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towards wine is often the opposite. In both France and
Italy, Millennials are consuming less wine, and overall
consumption has dropped in those countries (Charters
et al., 2011; Thach and d’Hauteville, 2008).
Previous research has identiﬁed several reasons why
Millennials are adopting wine in the US in such large
numbers, and some of these reasons can be linked to their
values of collaboration, diversity, and fun. Millennials
report that they enjoy the taste of wine; believe it goes
well with food; it helps them relax, and it is a good social
drink to have with friends and family (Thach, 2005; Olsen
et al., 2007; Thach and Olsen, 2006). Their interest in
technology explains why many seek out wine groups on
Facebook and other social networking sites (Thach, 2009).
Even though US Millennials report that red wine is their
preferred varietal (Olsen et al., 2007), they also enjoy
trying new wines from different countries (Gillespie, 2010;
Nielson, 2007) which indicates a link to their value of
innovation.
Overall, according to the Wine Market Council (2009),
Millennial are responsible for a 35% growth in wine
consumption in the US. Yet, despite these impressive
numbers, there is very little research on the types of
information Millennials use to select wine or the perceived
risk when doing so.3. Materials and methods
3.1. Research questions
Based on the preceding discussion of wine buying
behavior, we developed a set of research questions to
ascertain age related differences in the wine purchasing
situation. Speciﬁcally, Millennials’ characteristics and their
behaviors when evaluating wine differ from those of elders
regarding 5 key attributes.
Research Questions: Do Millennials’ wine information
usages differ from their elders regarding: (1) Perceived risk,
(2) Social beneﬁt, (3) Wine Knowledge, (4) Price, and
(5) Information search strategies?3.2. Survey development
An online survey was developed based on the review of
the literature. A series of basic demographic questions was
included, as well as wine consumption frequency, preferred
wine type, and pricing. Special constructs were developed
to measure risk perception, social beneﬁts, wine knowl-
edge, and information search.
For risk perception, the construct measurement was
based upon an existing scale (Lockshin et al., 1997)
consisting of four statements. An example is: ‘‘There are
times when an improper buy of wine could bring me grief.’’
The survey participant could respond by indicating on a 7
point scale the degree to which they agreed with eachstatement. A ‘‘1’’ indicated ‘‘strongly disagree’’ and a ‘‘7’’
indicated ‘‘strongly agree.’’
To measure the social benefit (enhancement of self-
concept) derived from the purchase of wine, a construct
adopted from Sweeney and Soutar (2001) and Orth et al.
(2004) was developed. It consisted of four statements rated
on a 7 point scale anchored by ‘‘1’’ strongly agree and ‘‘7’’
strongly disagree. An example of a statement is: ‘‘The
wines I usually purchase make a good impression on other
people.’’
The wine knowledge proﬁle was a replication of the
proﬁle used by Johnson and Bruwer (2007). Respondents
were asked to describe themselves as (1) new to wine, (2)
know a little about wine, (3) somewhat knowledgeable
about wine, (4) very knowledgeable about wine, or (5)
expert.
To measure information search, the question posed was
‘‘When I am unsure about making a wine selection I
consulty’’ Then a list of seven choices was provided:
Store Personnel, Newspaper, Wine Steward, Bottle Label,
Wine Magazine, Friends/Family or Shelf Talker. Respon-
dents were asked to select all of the choices they use for
wine information search.
An additional construct was also used to measure
information search. This asked ‘‘Which of the following
information do you evaluate on a wine label to gauge the
quality inside the bottle? Check all that apply.’’ This
question was followed with ten choices including State,
Vintage, Region, Brand Name, Alcohol Content, Appella-
tion, Organic, Label Imagery, Country of Origin and
Medals Won.
The survey was beta-tested and revisions were made. It
was then administered online using Survey Monkey with
the support of Survey Sampling International (2009)—a
professional survey ﬁrm which has a database of more
than 6 million participants in over 50 countries.
3.3. Sample
The sample for this study consisted of 409 respondents
who were recruited by Survey Sampling International. It
invited only those who consume wine at least occasionally
to respond, so should not be taken as a general population
sample. It was a geographically diverse group of US
respondents from 46 states as shown in Table 1 below. It
compares fairly closely to the state consumption shares
presented in earlier research (Cholette, 2004; Atkin and
Johnson, 2010). This enabled researchers to collect a
representative group of study participants on the basis of
gender, age, consumption habits, and geographical loca-
tion. The survey was available on Survey Monkey between
October 22 and October 28, 2008. Data analysis required
downloading the results in Excel and then inputting the
data into SPSS.
The study sample of 409 respondents represents US wine
consumers (based upon consuming at least one bottle of
wine in the previous year). As shown below, the
Table 1
Sample demographics.
Response (%) 2008 US Census (%)
Gender
Male 47.3 49.3
Female 52.8 50.7
Age group
21–29 14.3 19.3
Elders 85.7 80.7
30–39 18.8 18.2
40–49 26.0 20.0
50–59 16.6 18.1
60 and over 24.3 24.4
Consumption frequency
Core 64.9
Marginal 35.1
Origin state
California 16.5
Florida 9.8
New York 8.8
Pennsylvania 6.3
Texas 5.0
Colorado 4.0
Illinois 4.0
Ohio 4.0
New Jersey 3.8
Virginia 3.8
Washington 3.8
Michigan 3.5
North Carolina 2.8
Arizona 2.5
Massachusetts 2.3
Georgia 2.2
Idaho 2.2
33 other states, each less than 2%
Table 2
Signiﬁcant differences between Millennials and Elders in risk perception,
social beneﬁt, wine knowledge and price paid.
Construct Millennial Elder Signiﬁcance
Mean SD Mean SD Sig
Risk perception 3.78 1.78 3.12 1.35 0.003*
Social beneﬁt 3.88 1.52 3.47 1.49 0.055
Wine knowledge 2.19 0.805 2.45 0.844 0.029*
Price paid 1.82 0.594 2.00 0.681 0.038*
*po0.05.
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Census Data from 2008 (US Census Bureau, 2008). The
total sample included 47.3% men and 53.8% women. They
came from 46 US states, with 64.9% drinking wine once a
week, and 35.1% drinking less frequently. Preferred wine
style was 50% red wine, 34/1% white wine, 13% rose wine,
2.9% sparkling, and 0% fortiﬁed wine. Most importantly,
the range of ages included 14.4% of respondents between
ages of 21 and 30 (58 respondents). These can be
considered Millennials, because in 2008 they would have
been born between the years of 1978 and 1987 which
matches several expert deﬁnitions (Gillespie, 2010;
Tapscott, 2008; Junco and Mastrodicasa, 2007). There
were 346 respondents 30 years and over, the elders, who
constituted 85.7% of the sample. The age characteristics of
the sample are roughly comparable to the age distribution
according to the US Census Bureau (2008), as shown in
Table 1.4. Results
The survey delved into the coping mechanisms used in
conditions of uncertainty and the nature and extent ofinformation search undertaken by respondents. The data
was split into two groups based on age. Respondents from
21 to 29 were in the Millennial group and those over 30
years old were in the ‘‘Elders’’ group. An independent
sample T-test of the means was then performed on key
variables to determine if there was indeed a difference in
outcomes between Millennial and Elders.
4.1. Risk perception, social benefits, wine knowledge and
pricing
The results for risk perception, social beneﬁts, wine knowl-
edge and pricing illustrate signiﬁcant difference between
Millennials and Elders in 3 of the 4 constructions as illustrated
in Table 2. The risk perception for Millennials was signiﬁ-
cantly greater than the risk perception for elders (Mean—-
Millennials¼3.78, SD¼1.78; Mean—elders¼3.12. SD¼1.35;
p¼0.003). This indicates that Millennials are much more
concerned with making a mistake in wine choice compared to
older wine consumers.
The social benefit for Millennials was greater than the social
beneﬁt for elders, although not statistically signiﬁcant
(Mean—Millennials¼3.88, SD¼1.52; Mean—elders¼3.47.
SD¼1.49; p¼0.055). This indicates that both Millennials
and Elders are equally concerned about the impact of their
wine choice on others in a social setting.
Self-reported wine knowledge was another area where the
groups differed. The knowledge proﬁle reported by Millen-
nials was signiﬁcantly lower that the knowledge proﬁle
reported by elders (Mean—Millennials¼2.19, SD¼0.805;
Mean—elders¼2.45, SD¼0.844; p¼0.029). In their research
on the effects of expertise on wine choice, researchers have
shown perceived expertise to be a better predictor of the types
of cues consumers utilize to choose a wine than objective
expertise (Aurier and Ngabo, 1999).
Our analysis did show a signiﬁcant difference in the price
that each group generally paid for a bottle of wine. They were
asked ‘‘How much do you usually spend on a bottle of wine
for home usage?’’(1) less than $9.99, (2) $10.00–$19.99, (3)
$20.00–$29.99 , or (4) over $30.00. The Millennials usually
spend less than elders (Mean—Millennials¼1.82, SD¼0.594;
Mean—elders¼2.00, SD¼0.681; p¼0.038). This is most
likely because Millennials have less disposable income due
to their young age.
Table 4
Importance of wine label information for
Millennials and Elders.
Information 21–29 Elders
Brand name 77.2 76.9
Vintage 47.4 52
Country of origin 47.4 57
Region 45.6 56.4
Alcohol content 40.4 19.9
Label imagery 40.4 21.9
Medals won 40.4 20.8
State 36.8 46.5
Appellation 21.1 19.3
Organic 14 7
Fig. 2. Graph of importance of wine label information for Millennials
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The next area of research concerned the information
search habits of Millennials and Elders as they cope with
the risk perceived in the wine choice decision. Table 3 and
Fig. 1 illustrate where Millennials and Elders turn for
information in making a wine choice. The results show
that Millennials showed a demonstrably greater preference
for gathering information from friends/family and from
reading shelf talkers than elders, whereas elders relied
more on store personnel, wine stewards, and the bottle
label. The only source that both groups appeared to rely
on equally, though to a small extent, was wine magazines.
Another aspect of information search was examined by
asking which information consumers use to gauge the
quality of the wine inside the bottle. The customer
typically is not able to sample the wine so he/she is faced
with assessing the wine using external cues such as the
information appearing on the label. Therefore respondents
were asked to identify ‘‘Which of the following informa-
tion do you evaluate on a wine label to gauge the quality
inside the bottle? Check all that apply.’’ The results are
illustrated in Table 4 and Fig. 2. Results of this analysis
show that brand was the most utilized piece of information
for both groups and each group used brand about equally
(77.2% for Millennials—76.9% for elders). However from
there, the picture changes with Millennials reporting they
utilize alcohol content, label imagery, and medals won to a
much greater degree than elders. Elders reported using
country of origin, vintage, region, and state to a greater
degree than Millennials. Appellation and organic were theTable 3
Wine information sources for Millennials and
Elders.
Source 21–29 Elders
Store personnel 14.0 28.9
Newspaper 0.0 2.0
Wine steward 3.5 6.7
Bottle label 17.5 22.8
Wine mag. 5.3 5.0
Friends or family 36.8 18.7
Shelf talker 22.8 15.8
Fig. 1. Graph of wine information sources for Millennials and Elders.
and Elders.least used types of information for both, with Millennials
using them more than elders.
5. Discussion
‘‘If we can understand how consumers choose wine, then
we have a much better framework to decide pricing,
packaging, distribution, advertising, and merchandising
strategies’’ (Lockshin, 2003, p. 5).
5.1. Implications of findings on wine risk perception
The major focus of this article is the impact of age on the
consumer’s perception of risk and information search in
the evaluation of wines. In terms of risk perception, there is
signiﬁcant difference between Millennials and Elders, as
well as their reported wine knowledge and the amount of
money they are will to pay for a bottle of wine. These
results support the research literature, to some extent. For
example Barber et al. (2006), found that younger con-
sumers were more intimidated by wine than older con-
sumers, yet Teagle et al. (2010) reported that Millennials
were less risk adverse than their elders. Our ﬁndings are
more in line with Barber et al. (2006), and indicate that
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perceived risks in wine purchasing with Millennials.
Millennials also reported they have less wine knowledge
and pay less for a bottle of wine than older consumers. The
fact that they are younger and generally make less money
than consumers in their thirties and older most likely
contributes to both of these ﬁndings. As Millennials gain
more knowledge about wine, they may become more
conﬁdent in their choices. Likewise as their disposable
income grows with age and experience, it is expected that
some of them will pay more for a bottle of wine.
Interestingly the results show that both Millennials and
their Elders view the social benefits of wine in almost equal
levels. This suggests that consumers of all ages are
concerned with the impact of their wine choice on others
in a social setting. It is possible than when selecting a wine
to drink at home in a family setting, that the stress of
selecting the ‘‘right wine,’’ is diminished. Our ﬁndings
show Millennials have a slightly higher concern for social
beneﬁts than elders (though not signiﬁcant). This supports
a study conducted by Orth (2005) showing younger
individuals are more susceptible to the opinions of others
and desire greater social beneﬁts than older consumers.5.2. Implications of findings on wine information search
Providing product information, such as helpful labels,
shelf-talkers, friendly retailers and recommendations from
others can ease fears and increase the likelihood of
purchase (Gluckman, 1990). Our ﬁndings support this
statement, but highlight key differences in sources of
information used by Millennials and Elders. Results show
that Millennials prefer to gather information from friends/
family and from reading shelf talkers to a greater extent
than elders. This is consistent with US Millennials values
of collaboration (Tapscott, 2008), and social networking
via the Internet (Zickuhr, 2010). In many cases while
shopping, Millennials will use smart phones to consult
with friends on purchases as well as look up product
information – similar to online shelf-talkers – to assist in
purchase choice. Our ﬁndings are not consistent with
previous research showing that younger wine consumers
rely heavily on retail sales associates, wine writers, and
labels (Chaney, 2000). However, they do support studies
listing recommendation of friends as a coping mechanism
(Spawton, 1991; Hall et al., 2004).
Elders, on the other hand, relied more on store person-
nel, wine stewards, and the bottle label. This is more
consistent with previous studies (Hall et al., 2004; Chaney,
2000), and suggests that the advent of portable technology
may be changing the way US Millennials shop for wine to
a greater degree than previously considered. The only
source that both groups appeared to rely on equally,
though to a small extent, was wine magazines. Since many
of these are increasingly found online and can be accessed
through smart phones while shopping, it is feasible thatthey will continue to be an information resource for all
ages, though not to the level of other information sources.
When examining the wine label, speciﬁcally, as a source
of information search, there is strong agreement between
US Millennials and Elders that brand is the leading criteria
for evaluating the quality of wine. This is supported by
other studies showing that wine brand is important in wine
purchase decisions (Lockshin et al., 2006; Lockshin and
Spawton, 2001; Perrouty et al., 2006). This is understand-
able, because research shows that consumers are able to
develop trust with brands whose track records have
pleased them before (Bruwer and Wood, 2005), and are
more likely to shop for them when making a purchase
decision.
Differences in the utilization of information became
notable as we looked at how Millennials supplement the
brand information. Here alcohol content, label imagery,
and medals won are much more important to Millennials
than Elders. This supports the ﬁndings of Thomas and
Pickering (2003) where they found that alcohol level was
seen as very important information for young wine
drinkers, and could be a reﬂection of the perceived risk
and lower conﬁdence levels of that group. It could also be
an indication of the purpose for which the Millennials are
buying the wine—perhaps they want more alcohol for
certain settings and less alcohol for others. This study also
highlights the importance of attractive imagery on the label
and promotion of medals for Millennials. Striking and
colorful labels have also been identiﬁed in a recent study as
important to Millennials (Henley et al., 2011). Perhaps in
response to this, more wineries in the US are exhibiting
medals on the front label, and are also incorporating
vibrant and innovative labels and packaging.
Elders, on the other hand, reported using country of
origin, vintage, region, and state as more important on the
label more so than Millennials. This ﬁnding is consistent
with other studies illustrating that region of origin is an
important extrinsic cue and indicator of quality for many
wine consumers (Lockshin and Rhodus, 1993; Duhan
et al., 1999; Papadopoulos and Heslop, 2002; Jarvis and
Rungie, 2002), but that it is less important to younger wine
consumers (Hall et al., 2004).
Finally, appellation and organic designations on the
label were the least used types of information for both
groups. However, Millennials reported they use these more
than elders. This could be because of their values of
diversity (KeyFindings, 2004) and openness to purchasing
products from many regions around the world, as well as
their concern for the environment (Moriarty, 2004).5.3. Managerial implications
In order to use marketing resources more strategically,
the wine industry may beneﬁt from promoting a different
set of characteristics when trying to reach Millennials. The
results presented here are important because wineries need
T. Atkin, L. Thach / Wine Economics and Policy 1 (2012) 54–62 61to know how to make wine more accessible to the
Millennials by reducing purchase risks.
In terms of information sources, wine marketers may
want to pay more attention to how they can have their
wine recommended to Millennials by friends and families.
Tactics could include more wine events and tastings with
encouragement or incentives to spread the word. For
example, recommending a friend to join a wine club
could result in a gift from the winery. In addition, more
strategic use of social networking sites and online media
to target Millennials regarding wine options could be
useful. Friends can ‘‘like’’ a wine or ‘‘recommend’’ a
winery online, which could encourage wine purchases.
Since shelf-talkers were also identiﬁed as important to
Millennials, wine marketers should focus on making these
easy to read, attractive and accessible. They need to work
with retailers to make sure they are positioned in the right
location on shelves. Likewise, they could create electronic
shelf-talkers using barcodes or QR codes so that Millen-
nials could easily use their smart phones to look up
information on the wine while shopping at a retail outlet
or dining at a restaurant or wine bar.
In terms of wine label information, this study demon-
strates that featuring alcohol content, label imagery, and
medals won may help to attract Millennials. Therefore
wine marketers will want to insure that this type of
information and design is included on wines targeted at
Millennials. In addition, they will want to work with
retailers to accommodate consumer information needs.
For instance, if high and low alcohol wines could be
grouped together in order to make that pertinent informa-
tion easier to ﬁnd, it may assist with wine sales. Likewise,
featuring gold medal winning wines in one location may
also spur sales.
Finally marketers may want to reinforce the attitude
that there is no wrong wine choice. This would serve to
reduce intimidation and take advantage of the variety
seeking attitude of Millennials.
6. Conclusion
6.1. Limitations
Although this study provides several new insights, it is
not without its limitations. First, the study is focused on a
geographically diverse sample of wine consumers in the
USA. This is a useful sample for assessing wine decision-
making habits but readers should recognize that it is not a
totally random sample of the general population. It was
obtained from a subset of wine consumers willing and able
to take the survey on the internet.
6.2. Future research
The results of this study indicate several future research
possibilities, including a qualitative analysis of reasons
why Millennials use different information searchtechniques compared to older consumer segments. This
could be accomplished with in-depth interviews or focus
groups. In addition, it may be fruitful to perform this
survey on international samples to ascertain differences in
attitudes and preferences of Millennials in other countries.
Finally, it could be illustrative to compare difference
groups of Millennials based on either state or country to
ascertain if there are differences in risk perception and
information search by geography.
6.3. Final conclusion
Tailoring brands to markets requires answers to questions
concerning how segments differ in the beneﬁts sought from a
brand (Orth et al., 2004). The results of this study can be
useful for the wine industry in general as a means for
understanding how best to reduce risks and support wine
information search for Millennials. It illuminates how age
differences may affect the evaluation of wine quality in
deciding which wine to purchase. For wine marketers, the
results demonstrate the need for a targeted approach to their
consumer segments. In order to reach younger customers, for
instance, attractive label imagery and medals should be
presented. Marketing efforts based upon place-of-origin
may be best targeted at older consumers because they utilize
geographical cues to a greater extent Millennials.
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